Marketing Strategy of H Airlines--Based Market Research by 黄世涛





       硕  士  学  位  论  文 
基于市场调研的 H航空公司 
营销策略研究 
Marketing Strategy of H Airlines 
--Based Market Research 
黄世涛 
指导教师姓名：赵  蓓   教 授 
专 业 名 称：工商管理  (MBA) 
论文提交时间：     年      月 
论文答辩日期：     年      月 
学位授予日期：     年      月 
 
答辩委员会主席                 
评    阅    人                 
  年   月                  
学校编码：10384 
学号：17920131150741 
分类号      密级      







































































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的

































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 





















































In recent years, with the sustained and rapid development of China’s economy, 
China’s civil aviation industry has entered a period of fast growth. In 2014, Chinese 
civil aviation transportation annual turnover is ranged second as compared United 
States. After 8 years of development, H Airlines has 38 Airbus A320 series aircraft. 
They have gradually opened more than 70 routes to domestic, region and neighboring 
countries. They have become China’s largest privately owned full-service airlines and 
attained brilliant achievements of incremental profit. In the new economic 
environment, the domestic civil aviation industry is facing serious challenges such as 
fierce horizontal competition, high fuel costs, the new market entrants, high-speed rail 
impact on short routes. In order to realize the “13th Five-Year Plan”, H Airlines has to 
improve the competitiveness through not only “Internet plus”, but also by analyzing, 
understanding and satisfying customers’ demand, establishing efficient marketing 
system and creative marketing strategies. The objective before 2020 is to increase the 
fleet size to 100 aircrafts. Meanwhile, H Airline aims to bring in wide-body aircraft to 
cater to international routes. By moving from the traditional business model to the 
modern business model, H Airline will be closer to become a larger national airline in 
China. 
Chapter one gives brief overview of research background and meaning of the 
thesis, it points out H Airline’s marketing strategies have positive effects on its growth 
and development. Chapter two introduces theoretical descriptions that have been 
carried out in this study--Consumer behavior and 4Ps marketing theory. Chapter three 
introduces development present situation of China’s civil aviation industry , using 
Michael Porter's Five Forces Model presents the competitive environment that H 
Airline faces in the industry, and also introduces development present situation of H 
Airlines. Chapter four indicates methodology of the research. Responses were 














Descriptive Statistics, Crosstabs, and Correlation Analysis were used for analyzing H 
Airline’s consumer behavior and market demands. Chapter five combining the 
Marketing Theory of 4Ps proposes sales strategies in four aspects: products, pricing, 
place and promotion. Additionally, improve the quality of existing products and 
services, introduce innovative ones, carry out cost control to support low-cost strategy, 
cultivate the core agent and vigorously develop direct sales channels, put efforts on 
constant passenger plans and focus on the role of social media, to create a private 
aviation brand. 
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    在经营范围上，航空运输市场可以划分为国内航空运输市场、地区航空运输
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